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Fig. 1 Research model
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表1 信度和收敛效度检验结果



















I got more than the money I spent
这次旅游的所有预期基本实现
All the expectations are realized basically
总体来说，这次旅游物有所值
Overall, it is worth well
该旅游目的地值得信赖
The destination is trustful
该旅游目的地的人诚信正直
The people there is integrity
我对该旅游目的地发展前景充满信心
I’m full of confidence for the future of this place
在这里旅游非常安全
It’s safe while traveling here
旅游信息咨询方便
It’s convenient for information consultation
住宿方便舒适
Convenient and comfortable accommodation
美食丰富多样性
Diversity of delicious food
休闲娱乐活动丰富






I’ll say positive things about the place
我会把该旅游目的地推荐给我认识的人
I’ll recommend the place to friends and relatives
我会鼓励周边的人去该地旅游

















































































注：对角线上的黑体数字为√ AVE。*表示p<0.05; **表示p<0.01; ***表示p<0.001。下同。
表3 多群组结构方程模型检验结果




























































































































Fig. 2 The competitive model
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Mechanism of Word-of-mouth Tourism Recommendations Based on Destination Trust
LIU Weimei, LIN Derong
(School of Management, Xiamen University, Xiamen 361005, China)
Abstract: Tourism has become a way of life. The number of people who travel or plan to travel is on
the rise and their options for travel are increasing. Many tourists use word-of-mouth recommendations for
information collection and decision-making. Word-of-mouth tourism recommendations are a
comprehensive evaluation of tourism products and the process of spreading tourism information to
others after experiencing the tourism activities at the destination. These recommendations include
positive and negative word-of-mouth recommendations. In this study, we refer to the spread of positive
word- of- mouth recommendations. The spread of both positive and negative word-of-mouth has an
influential effect on tourists’decision-making. In particular, positive word-of-mouth is known to play
an important role in tourists’decision- making behavior; i.e., it is helpful in reducing tourists’risk
perceptions, which form in an asymmetric information context. It is usually used by marketing
department managers in the tourism industry to attract tourists to the destination. Considering the
importance of word-of-mouth recommendations, what drives tourists to spread positive word-of-mouth
and what is their preferred mechanism? In other words, what are the factors that influence tourists to
spread positive things about the tourism destination and what are the relationships between the
variables that affect the spread of word- of- mouth recommendations? To resolve these questions, this
study establishes a conceptual model based on the stimulus-organism-response (S-O-R) paradigm, which
is tested using an empirical method. The main purpose of this paper is to explore the factors that
influence the willingness of tourists to spread word-of-mouth recommendations and the relationships
between these factors. Mainly from the perspective of experience, this paper uses a questionnaire
method based on the S- O- R paradigm to analyze the effects of tourists’perceived value, functional
congruity, and destination trust on word-of-mouth recommendation intentions. The moderating role of
opinion leaders was also tested. To test the hypotheses, a structural equation model was used to analyze
the data in AMOS 21.0. The results showed that the perceived value of the respondents had a
significantly positive impact on destination trust in word-of-mouth recommendations and the intention
to recommend. Functional congruity had a positive impact on tourists’destination trust, while the
positive impact of functional congruity on word-of-mouth recommendations was not significant.
Destination trust had a significant impact on the willingness of tourists to spread word-of-mouth
recommendations. A multigroup analysis found that the moderating role of opinion leaders was not
significant. The results of this study have important theoretical and practical implications for the
sustainable development of tourism destinations. That is, the most important theoretical implication is
that the results enrich and perfect the theory of word-of-mouth intentions. As for their practical
implications, the results provide suggestions for the appropriate tourism marketing departments at
tourism destinations to produce an effective marketing plan. Generally speaking, the tourism industry
should collaborate in marketing management practice to uniformly present the destination publicly. The
tourism industry should also consider the tourists’core interests and create a good atmosphere at the
tourism destination to build its reputation and enhance tourists’willingness to spread word-of-mouth
tourism recommendations.
Keywords: destination trust; perceived value; functional congruity; opinion leader; word- of- mouth
recommendation
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